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AVOIDING THE RANDOM WALK
These days, you may have the feeling that you know 
less than you thought about running an accounting 
practice. Your client base, market, and even the 
rules are changing so fast you could easily feel 
totally unprepared.
In a sense, you are unprepared. Just think back to 
when you were in college. How many courses did 
you take on how to manage an accounting firm or 
on how to collect fees or attract new clients? The 
fact is, most of us never received any formal training 
for what we really need to know to stay in business.
Instead, we have had to rely on common sense, 
personal experiences, and the suggestions of others. 
As a result, we are on what is called a “random 
walk.” We never really know what the next step 
should be or where we will ultimately end up.
Fortunately, over the years, tremendous progress 
has been made in the science of business manage­
ment. This science can and should be applied to 
local accounting firms.
I am referring to what is commonly known as 
total quality management (TQM). I briefly men­
tioned this concept in my article, "Facing New Chal­
lenges,” in the September 1991 Practicing CPA. I also 
noted a lack of awareness among CPAs of these man­
agement methods. This may be because CPAs 
believe financial accounting provides all the tools 
needed. Unfortunately, this is not true. Financial 
accounting shows the results, but does not explain 
how they were reached or what needs to be done 
differently to improve them.
Focusing solely on results invites short-term 
thinking, which, according to E. Edwards Deming 
(one of the early pioneers of TQM), “leads to the 
random walk, the effects of which are bewilder­
ment, uncertainty and paralysis, followed by hys­
teria and confusion as the organization becomes a 
falling rock."
TQM, on the other hand, focuses on systems and 
has a long-term perspective. It emphasizes skills, 
scientific analysis, and robust design in the belief 
that better processes produce greater consistency 
and performance in the long run.
Many people who have only a passing familiarity 
with TQM believe it is only applicable to 
manufacturing operations and is not suited to firms 
providing services. This is incorrect. TQM is 
designed to manage any type of organization.
As a matter of fact, many of the activities in a 
manufacturing organization are services, such as 
accounting, legal, management information ser­
vices, sales, and customer service. Conversely, much 
of what accounting firms and other service organi­
zations do is really a manufacturing process. Tax 
return preparation, for example, takes raw material 
in the form of information and uses a fixed routine to 
produce the return. The same holds for audits.
I have been intimately involved in the application 
of TQM methods in an industrial concern during the 
past eighteen months. As a former partner in a local 
accounting firm, I can see how enormously useful 
TQM is for managing an accounting practice.
Total quality management is the key to unlocking 
your firms potential. It is a way to get off the ran­
dom walk and on a much straighter path for 
improved performance.
A brief explanation of total quality management
TQM is a holistic approach to management that
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uses a defined scientific process for studying opera­
tions and making decisions. This process consists of 
three steps:
□ Quality planning which consists of defining cus­
tomer needs, developing products and services 
to meet those needs, and then creating control­
lable processes to produce the designated prod­
ucts and services.
□ Quality control which consists of measuring 
outputs statistically, comparing these mea­
surements to desired outputs, and then making 
the necessary adjustments.
□ Quality improvement which consists of observ­
ing symptoms of problems, identifying their 
root causes, and then developing appropriate 
remedies.
TQM directs this process to meet two fundamen­
tal objectives required for any business to succeed; 
namely, to produce products and services that meet 
customers’ needs and to produce those products 
(continued on page 6)
Book Early for Special Rates 
at PCPS Conference
CPAs and families planning to attend the May 
3-6 PCPS annual CPE spectacular and the May 
6-8 postconference reviewer training course in 
Orlando, Florida, should call the Walt Disney 
World Dolphin reservations department, (407) 
934-4000 before April 12 in order to obtain the 
AICPA/PCPS group rate of $165 single/double. 
Childrens programs, "Pirates Party” and 
"Camp Dolphin,” and babysitting services are 
available separately.
To obtain the exclusive Delta Airlines dis­
count, call (800) 241-6760 and refer to account 
number D-017800.
It won’t be until 1996 that a site on Disney 
property can be considered again for the PCPS 
conference. So take advantage of the Dolphins 
easy access to Walt Disney Worlds attractions 
this year. For further information, call the 
AICPA meetings department, (212) 575-6451.
PCPS Technical Issue Committee (TIC) 
News Alert
GAO’s “Yellow Book” May Apply to 
1992 SBIC Audits
President Bush’s moratorium on new regula­
tions will delay until later this year issuance of 
the Small Business Administration’s (SBA) 
revised Small Business Investment Company 
(SBIC) guide which may require SBIC audits 
to comply with Government Auditing Stand­
ards (the “Yellow Book") for fiscal years begin­
ning on or after January 1, 1992.
CPAs with SBIC clients would then become 
subject to, among other things, 24 hours of 
specialized CPE (starting in 1992) and addi­
tional reporting requirements. Further, the 
revised guide may also include additional 
compliance testing requirements.
TIC advises CPAs with SBIC clients to watch 
this issue to make sure they will be able to 
comply with any changes in educational, 
audit, or reporting requirements in 1992.
SBA Encounters Many Audit Report 
Deficiencies
Many audit reports reviewed by the SBA’s 
office of Inspector General (OIG) are rejected 
for deficiencies that could be easily avoided. 
CPAs often use the sample audit report lan­
guage found in the regulations, for example, 
instead of the newer wording required by cur­
rent SASs.
TIC believes it is in the profession’s interest 
to reduce the number of deficiencies reported 
and urges practitioners to improve com­
pliance in these areas. Noncompliance with 
standards violates the AICPA Code of Profes­
sional Conduct and may affect a CPA’s ability 
to perform future SBA audits.
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Profitable Tips from the PCPS 
TEAM Meetings
People are the key ingredient in every successful 
enterprise. Keeping employees content and produc­
tive is vitally important and a constant challenge, 
particularly in the current difficult economic 
environment.
Personnel issues were among the discussion top­
ics at last fall’s PCPS TEAM meetings. These day­
long sessions, held at various locations, give practi­
tioners from firms with up to 10 professionals (Ten 
At Most) an opportunity to share practice manage­
ment ideas with their peers in similar-size firms. 
Following are some tips from those meetings.
□ Don’t be penny-wise and pound-foolish. Recent 
graduates with unrealistic pay and promotion 
expectations may not be the best answer to 
your staff needs. Sometimes it is more cost- 
effective to hire experienced people, even if you 
have to pay them higher salaries.
□ Money seems to be less of a motivating factor 
now than in the past. Look to reward people 
and encourage loyalty through promotions, 
greater responsibilities, and other nonmon­
etary means.
□ Bonus pools are in vogue as a way to encourage 
entrepreneurial spirit and enhance staff pro­
ductivity. Establish a system that includes 
experience and billable hours as factors in 
determining the percentage each staff member 
is paid.
□ Approaches to the maternity leave issue in­
clude granting eight weeks leave with no pay or 
paying 10 months salary over a 12-month 
period.
□ Poor communication between partners and 
staff is the cause of most “people” problems. 
Steps should be taken to open discussion on 
nagging issues. Don't assume problems will go 
away. Nip them in the bud, early.
The participants agreed that finding people with 
the right skills for seasonal and part-time work is 
difficult in some areas of the country. They say 
patience and selectivity are called for, and advise 
making sure your hourly rates are competitive. □
Editor’s note: Practitioners experiencing this last- 
named difficulty might wish to refer to the lead article, 
“Seasonal Solutions for Seasonal Problems," in the 
November 1990 Practicing CPA. It discusses how one 
firm located in a rural area finds and trains part-time 
and seasonal employees. Many other ideas on person­
nel issues have been collected into one volume, The 
Practicing CPA on Partners and Personnel. See the 
notice on page eight.
Retaining Staff Accountants as Firm 
Management Consultants
Can a staff accountant tell a partner he or she talks 
down to people and does not bill or collect accounts 
receivable well—and survive to talk about it? Can a 
staff accountant vote to halt work in progress for a 
delinquent account? And can a staff accountant 
have input into the firm’s bonus policies? In our 
firm, staff accountants can do all of these things and 
more.
This came about because we wanted a consulting 
review of every aspect of our practice, what we do 
and what we should and should not do. We wanted a 
review by consultants who really know our firm, the 
people in it, the clients, the services, the files, the 
problems and minutiae of our practice.
We retained some of our staff accountants to do
Last-Minute Help from the AICPA Library
AICPA librarians can help you in a variety of 
ways during the last hectic moments of tax 
season. For example, you may find you 
urgently need some seldom-used federal and 
state tax forms. The quickest solution may be 
to request photocopies of the actual forms 
from the library, or you might decide to obtain 
addresses and telephone numbers of the 
respective agencies.
The library can also provide articles on tax 
topics by code section, revenue ruling, or by 
specific subject, such as home office deduc­
tions, bankruptcy problems, and so on. In 
addition, we frequently assist members with 
tax return checklists and sample tax return 
engagement letters. Tax season speeches with­
out slides are also available.
We can deliver the information you need by 
first class or overnight mail, or by FAX. We do 
not recommend FAXing tax forms, however, 
because the quality of the form may not be 
acceptable to some authorities.
The AICPA library charges fees for bibliogra­
phies, photocopying, shipping and handling, 
plus a rush service fee for FAX and overnight 
mail. For more information, just call our toll- 
free numbers, (800) 223-4155; in New York 
State, (800) 522-5434.
— by Karen Hegge Neloms, AICPA, New York
Editors note: Ms. Neloms is director of library 
services at the Institute.
Practicing CPA, March 1992
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the job. We asked that they meet before the annual 
partners retreat to give us specific input. In essence, 
they were to prepare and issue a report on the firm.
Our staff accountants appeared to be the best 
choice for this assignment. They daily work and are 
familiar with all the items mentioned above. We 
gave them permission to discuss personnel prob­
lems, but stressed that we did not want to hear only 
complaints. We wanted to hear about strengths, too. 
We cannot replicate the good points any more than 
we can correct the bad ones as long as we are 
unaware of them.
A five-person group seemed an ideal size. While 
anonymity was protected, it was no surprise to learn 
that the report reflected a basically uniform opin­
ion. Actually issuing the report did cause some trep­
idation, however.
The group had no trouble discussing strengths 
and how to build on them, but was afraid of step­
ping on toes by pinpointing weaknesses. At that 
point, the managing partner was invited to partici­
pate on the promise that the individual findings 
would be kept confidential. The group then deter­
mined that issuing a glowing report would serve no 
purpose and that the firm would benefit most if the 
report were realistic and addressed critical issues 
that needed attention.
The final report, approved by the consultants, 
praised and faulted, gave specific examples, and 
named individuals. Delivered by the managing 
partner to the other partners before their annual 
retreat, it was a strong catalyst to meaningful dis­
cussion.
After considering the report, the partners pre­
pared a combination response and “to do" list. They 
also invited the consultants to attend future part­
ners conferences and to participate in our SMART 
meetings. An acronym for Status of Major Account 
Responsibilities Today, these meetings involve dis­
cussion of major concerns and preclude debate of 
minor points that tend to bog down management 
sessions.
Our five consultants have served on the SMART 
team for several months now and we are most 
pleased with the results. With their help, the firm 
has survived the retirement of a valued partner and 
mentor and has continued a solid growth trend. 
Perhaps one of the biggest advantages to their par­
ticipation in these meetings is to keep discussions 
focused on concerns and problems, the resolution of 
which are clearly in the firms best interests.
We have found staff accountants involvement in 
management issues to be a rewarding and profit­
able experience, and believe the concept is adapta­
ble to a number of client areas. The challenge to 
making it work is the same as in most consulting 
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engagements: having the courage to ask unpopular 
questions and present some answers to them and 
working on solutions to problems. □
—by Carl J. Lacher, CPA, Lacher, McDonald & Co., 
5666 Seminole Boulevard, Seminole, Florida 34642, 
tel. (813) 397-6614
RMA Statement Studies: A Useful 
Resource
Robert Morris Associates (RMA) recently issued 
the 1991 edition of RMA Annual Statement Studies, 
for nearly 70 years a valuable source of comparative 
financial information for accountants and bankers. 
This year’s book, based on more than 95,000 com­
mercial borrowers’ financial statements submitted 
to RMA by its participating member banks, pro­
vides a national financial profile of 382 industries 
(identified by titles and SIC numbers), 14 more than 
the 1990 edition.
The study contains composite balance sheets and 
income data on industries in five categories: man­
ufacturers, wholesalers, retailers, services, and con­
tractors. It also includes 16 commonly used ratios, 
presented as medians and quartiles, for each indus­
try except the contractors, which have 13 ratios. 
Information is organized by company asset size, 
from $500,000 to $250 million, and by sales volume.
Other features include
□ Five years of comparative historical informa­
tion for each industry.
□ A comprehensive directory of other sources of 
composite financial data for more than 225 
industries.
□ Ratios for consumer and installment sales 
finance companies.
Such comparative financial data is an important 
resource in performing trend analyses or determin­
ing credit policies. It can be particularly helpful 
during the current economic downturn, for exam­
ple. Clients can be shown how their financial posi­
tions compare with industry averages and better 
understand what needs to be done for improvement.
The book is also a useful resource for valuation 
work, especially when calculating goodwill. By 
seeing how a business compares with industry aver­
ages for net income, for example, goodwill can be 
determined for divorce proceedings, buy-sell agree­
ments, and other transactions.
Robert Morris Associates, chartered in 1914, is the 
national association of bank loan and credit officers. 
Copies of the 1991 RMA Annual Statement Studies 
can be purchased for $99.50 from the RMA cus­
tomer service department, (215) 851-0585. [7]
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How Are We Doing?
A public accounting firm might well be the last 
place clients expect to find a zeal for anything 
except number crunching, inventory taking, and 
painful news about their taxes. At our firm, however, 
we are devoted to helping small business owners 
and professional organizations tune into their most 
precious resource—the customers and clients who 
use their products and services.
We all operate in a service economy, but many 
small business owners become isolated from the 
consumers to the extent they rely on flawed assump­
tions about what their customers really want. The 
reality during an economic recession, though, is 
that only firms providing value to their customers 
will survive.
To help clients obtain the type of customer infor­
mation needed to make knowledgeable decisions, 
we developed InfoPlan, a consumer satisfaction pro­
gram. Using custom-designed questionnaires, we 
can measure consumer satisfaction—why people 
use a particular banking service, for example, or 
why they choose one fast-food product over another. 
Without such information, business people can 
easily be fooled into believing any number of 
assumptions about their customers. As an example, 
let’s take the experience of one client, a toy store in a 
midwestern city.
The business has been owned by the same family 
for three generations. People who as children had 
been taken to the store by their parents still shopped 
there. The current owner thought he understood his 
customers and satisfied their needs.
Our questionnaire revealed something rather sur­
prising. While his customers were indeed loyal, they 
spent only about fifteen percent of their total annual 
outlay on toys at his store. The bulk of their pur­
chases were at big outlets, such as Toys “R" Us.
What had happened over time was that the store 
owner had lost touch with his customers tastes. His 
inventory and store hours no longer suited them. He 
was operating the business on outdated informa­
tion.
One of the benefits of a consumer satisfaction 
survey is the responses generated. Although some of 
the negative comments might be upsetting, it pays 
to listen carefully.
In one instance, for example, most of the com­
ments our questionnaire elicited from a law firm's 
clients were positive. Nevertheless, the firm found 
out that many clients did not know about its full 
range of services. Armed with this information, the 
law firm was able to make a profitable change in 
strategy.
Because most clients don't know what type of
Formula for a Successful Customer 
Service Company
A survey conducted last year identified several 
characteristics that distinguish the executives 
of successful customer service companies from 
their peers. These executives
■ Put customers’ interests first. They spend 
time with customers to learn their needs 
and expectations, and become the cus­
tomers’ voice in their own organizations.
■ Promote their organization’s vision. They 
achieve this mainly by selling the vision 
and gaining people’s support, and by 
developing systems to deliver what the 
vision promises.
■ Become students for life. They constantly 
acknowledge what they don't know and 
seek new ways of learning.
■ Believe in and invest in their employees. 
They continually educate and train peo­
ple to work more efficiently and effec­
tively.
■ Solve problems through teamwork. They 
bring people together from different parts 
of the organization and train them to 
solve problems.
■ Stay the course. They realize that achiev­
ing customer-focused quality takes time, 
and offer encouragement to staff during 
the interim.
Perhaps most important, the executives of 
successful customer service companies lead by 
example.
information they need, our first step is to make sure 
we really understand their businesses. We then 
develop appropriate, statistically accurate ques­
tionnaires for distribution to specific audiences. The 
response data are analyzed and reports presented to 
the clients.
Our objective is to make consumer satisfaction 
research affordable for most businesses. We believe 
there is no reason for clients not to know the needs 
and expectations of their customers. There should 
be no excuses for their not moving forward, even 
when the economy is standing still. □
—by Timothy F. Andrews, CPA, CPA Affiliates, Inc., 
The Hanna Building, Suite 1150, Cleveland, Ohio 
44115-2001, tel. (216) 621-0700, FAX (216) 621-0706
Practicing CPA, March 1992
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Improving Local Firm Recruiting Through 
Accounting Internship Programs
Several recent reports on accounting education 
have noted that there is a growing gap between what 
practicing accountants do and what accounting stu­
dents are taught in the classroom. Yet despite the 
criticisms of accounting education, the importance 
of integrating academic knowledge with its prac­
tical applications has long been recognized by the 
profession. Included among the methods for 
enhancing such integration are accounting intern­
ship programs.
The desirability of these programs has been stated 
numerous times over the years by the American 
Institute of Certified Public Accountants and is 
included in its model 150-hour academic program. 
Local CPA firms can assist accounting education in 
achieving the goal of better integration—and gain a 
number of benefits for themselves—by participat­
ing in these internship programs.
Accounting internships are an educational strat­
egy that integrates classroom theory with paid 
supervised work experience in an area related to the 
students career goals. There are three parties to the 
arrangement—the student, the employer, and the 
educational institution—and all can benefit from 
the process. A recent survey we conducted found 
that about two-thirds of colleges offer such pro­
grams, so there likely is one in place near your firm.
We asked employers to indicate the three prin­
cipal advantages to them of internship programs. 
Eighty-nine percent of respondents reported that 
the chief benefit was improved recruiting efforts. 
Other advantages reported were extra help to fill 
employer needs (56 percent), improved public rela­
tions (53 percent), lower cost than regular employ­
ees (21 percent), and the ability to train before hiring 
(15 percent). Scheduling and timing problems (24 
percent) and administrative time and cost (17 per­
cent) were cited as disadvantages.
Internship programs enable employers to experi­
ment with new positions and personnel without 
making long-term commitments. Many employers 
long for a no-obligation look at prospective employ­
ees. Vacation and insurance benefits and unemploy­
ment compensation are not necessary, thus keeping 
real employment costs minimized. Seasonal 
demands can be met, whether for peak demand 
times or vacation fill-ins. Furthermore, there is vir­
tually no turnover during the agreed employment 
period.
Recruiting costs can be reduced drastically if the 
program is used on a regular basis. Many students 
are eager for internship opportunities. This in turn 
offers local firms a chance to hire talented students 
and show them first-hand the advantages of local 
firm environments. College and university place­
ment offices and accounting faculty are always keen 
to see employment opportunities for their students. 
Regular employment offers are more readily 
accepted by students who have already enjoyed an 
internship work experience with a firm.
Accounting students can learn valuable lessons in 
such areas as estimation and judgment, which are 
not fully presented in most textbooks. Human rela­
tions in a work environment is another nontextbook 
area where students skills are normally improved. 
These skills can be honed during the internship 
period and the employer can contribute mean­
ingfully to a students development and progress.
The lower real cost of intern employees should 
more than offset any additional administrative 
costs incurred. Most internship programs place no 
particular burden on the employer other than an 
agreement as to function, time period covered, pay 
rate, and an evaluation of the student at the comple­
tion of the internship.
The internship arrangement obviously offers 
many advantages and few disadvantages to an 
employer. Perhaps best of all, it provides local firms 
with an excellent approach to recruiting well- 
qualified employees. □
—by Gary B. McCombs, CPA, Department of 
Accounting, College of Business, Eastern Michigan 
University, Ypsilanti, Michigan 48197, and Larry D. 
VanSyckle, CPA, Wayne State University, College of 
Business, Detroit, Michigan 48202
Avoiding the Random Walk (continued from page 2) 
free from defects. To achieve those objectives, the 
process combines three areas of knowledge: statis­
tical process control, customer service, and team 
dynamics.
Statistical process control is used to identify 
problems, define capabilities, explain variation, 
and ascertain the degree of control an organization 
has over its many processes and systems. It seeks to 
discover the underlying causes for why things hap­
pen, using specific scientific methods and then 
applying remedies that are tested before applica­
tion.
Some of the tools used include control charts, 
Pareto analyses (the 20/80 rule), flowcharts, cost of 
poor quality accounting, cause and effect diagrams, 
and others. All are well within the capabilities of a 
CPA.
Customer service seeks to understand and com­
municate with customers so their needs can be bet-
Practicing CPA, March 1992
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Random Walk Symptoms
Anecdotal decision making. Are you making deci­
sions based on anecdotal information, rather 
than facts? If the information is prefaced by phra­
ses such as “I heard," "I think," "I feel," "My cli­
ents say,” you are. Every anecdote has both a 
perspective and a hidden agenda (whether you 
are conscious of them or not). They are a poor 
basis for decision making.
Inability to act. This is a common occurrence in 
accounting firms. There are endless discussions, 
but rarely any action. Often, this is the result of 
relying too heavily on anecdotal information to 
make decisions. Lack of substantive facts results 
in a corresponding lack of confidence in the pro­
posed cure and a reluctance to move forward.
Poor quality. Your first reaction may be that 
quality is not a problem. Perhaps your firm has 
extensive review procedures or has just past a 
peer or quality review. Consider a broader defini­
tion of quality. How much rework is necessary in 
your firm? Are your services reasonably priced? 
Are they profitable, delivered on time, and what 
the client really wants? Looking at it from this 
perspective may put a different light on the sub­
ject of poor quality.
Not-invented-here mentality. An amazing 
number of firms think that if something has not 
been developed in-house, it simply does not exist 
in the desired form. Often, however, an accept­
able solution is already available, and it would be 
cheaper and easier just to purchase it.
Tunnel vision. Learning only from your peers 
about practice management is not always pru­
dent. They may be on random walks themselves. 
Instead, if you need to improve your billing and 
collections, say, see how the best firms in any 
industry go about it. Referred to as 
"benchmarking," this expands your thinking 
beyond current paradigms and could lead to 
innovative solutions.
Low morale. If the firm atmosphere seems flat, it 
is probably because of a "lack of self-control"; 
that is, your staff members don’t know exactly 
what is expected of them or how they are doing 
compared with those expectations, and they lack 
the ability to make necessary adjustments. Most 
firms don’t rate higher than four (on a scale of one 
to ten) in providing self-control. Morale and per­
formance will not reach optimum levels, how­
ever, until staff members have self-control.
ter met. Within TQM, a customer is anyone, whether 
in the organization or outside it, who receives goods 
or services. Customer service makes all customers 
an integral part of the management process.
A customer service system would include educa­
tion, rehearsals, performance reviews, focus groups, 
measurements, flowcharts, and refresher courses.
Team dynamics include teamwork and team 
building. The need for teams is stressed because 
they are more responsive and productive than indi­
viduals working alone. In addition, teams have a 
wider perspective for solving problems, and carry 
beyond the tenure of any single individual.
Teams do not just happen. They are built. They 
have predictable patterns of development, from 
forming to performing. They range in scope from 
temporary task forces that address specific issues to 
ongoing, self-directed teams that handle complex 
operations for indefinite periods of time. Successful 
team building requires training, skill building, 
coaching, and facilitation.
TQM requires mastering all three of these areas 
almost simultaneously. It is similar to a three-leg­
ged stool—all three legs must be in place for the 
stool to stand. Many organizations have difficulty 
when they initially try to switch to TQM because 
they inevitably leave out one of the three legs.
TQM can get you past simply groping for answers. 
It organizes your thinking and provides a step-by- 
step process for success. If you are not sure whether 
you are on a random walk and could use TQM, check 
the sidebar for some possible symptoms.
If getting off the random walk seems a worthwhile 
endeavor, total quality management is the answer. 
And there is another reason to learn more about 
TQM. Many of your clients will attend their industry 
association meetings this year. A central topic often 
will be how they can apply TQM to their businesses. 
They may request your help. If you do not have 
anything to offer in this area, they may look for a 
CPA firm which does. □
—by Timothy J. Beauchemin, CPA, Enterprise 2000, 
1600 Smith, Suite 4900, Houston, Texas 77002, tel. 
(713) 951-7300, FAX (713) 951-7299.
Editor’s note: Mr. Beauchemin has kindly offered to 
send a list of suggested readings and subjects needed to 
learn the science of total quality management to prac­
titioners who write to him at the above address.
Practicing CPA, March 1992
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New Book on Practice Continuation 
Agreements Available
Every sole practitioner and small firm needs a 
practice continuation agreement. The sudden 
death or disability of its proprietor can result in a 
rapid dissipation of a practice's value absent ade­
quate provisions for the orderly transfer of clients 
to another practitioner and the disposition of the 
practices assets for a prearranged amount.
Preparing a practice continuation agreement 
takes time and care. You must assess the value of 
your practice, identify a successor, and then enter 
into negotiations. There are different types of 
agreement to consider.
The AICPA MAP committee has prepared a new 
book, Practice Continuation Agreements—A Prac­
tice Survival Kit, that will guide you through the 
various steps involved. It explains the different 
types of agreements in use and covers basic prep­
arations, valuing your practice, identifying a 
potential successor, constructing the agreement, 
payment methods, and what to do once the plan is 
complete. The appendixes include a sample 
agreement.
Practice Continuation Agreements—A Practice 
Survival Kit, product no. 090210, can be pur­
chased for $25 from the AICPA order department, 
tel. (800) 334-6961; in New York State, (800) 
248-0445. Ask for operator PC. □
Volumes of Experience
The main source of material for the Practicing 
CPA has always been practitioners. To help 
readers benefit from the experiences of their 
peers, we have assembled the following three 
volumes of articles collected from past issues 
of the newsletter:
■ The Practicing CPA on Practice Develop­
ment (product no. 092100) focuses on suc­
cessfully communicating with clients, 
developing niches and specialties, and 
marketing and selling services.
■ The Practicing CPA on Firm Management 
(product no. 092101) focuses on establish­
ing offices, planning, reviews, fees and 
billing, chargeability, collecting, and 
managing for profit and growth.
■ The Practicing CPA on Partners and Person­
nel (product no. 092102) focuses on part­
ner admittance, evaluation, compensa­
tion and retirement, and on personnel 
selection, training and management.
The price of each book is $35. To purchase the 
books, call the AICPA order department, (800) 
334-6961, in New York State, (800) 248-0445. 
Ask for operator PC.
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